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Green Power Going Mainstream?

Corporations are increasingly highlighting their green 
power purchases by involving PR depts
Good PR about green power expands our market and 
supports new renewable capacity

“Hottest Small Business Trends” – About.com
Youth Market (Generation Y)
Green Power
Health and Wellness / Quality of Life 
Internet Sales

Link to About.com article:
http://sbinformation.about.com/cs/bestpractices/a/aa122202a.htm
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Targets for Public Relations 

Corporate outreach focuses on specific audiences
Customers 

• Communicating shared values with those who buy their products, 
shop at their stores, use their services, and ski at their resorts

Investors
• Advising SRI community and Wall Street of climate risk reduction

Employees
• Building employee pride and loyalty

Sector peers & Local community stakeholders

Corporate outreach to public, industry sector and local 
communities have increased green power sales
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Point of purchase
Banners, signs
Wall murals
Window clings
ATM splash screens
Register receipts

Product packaging
Java jackets
Labeling

Public Relations Methods

Media outreach
Press releases
Newspaper ads
Web site information
Brochures

Corp communications
Annual reports
Corporate social 
responsibility reports
Email tags
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Odwalla put the green 
power message on select 
bottles of their smoothies.
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prAna is using their Web site as a resource for their 
customers and dealers to learn more about green power.

www.prana.com/naturalpower
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HSBC is installing a mural on their bank walls that conveys 
their integrated approach to supporting the environment.

Courtesy of 3 Phases
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Safeway created a “pump topper” to educate gas station 
consumers about the company’s green power purchase.
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Aspen Ski Company raises awareness 
with this sign at the Cirque Lift and 
associates its brand with wind power.

Steamboat Ski and Resort 
Corporation publicized their green 
power purchase during the grand 
opening of a new ski lift.
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Johnson & Johnson 
incorporated news 
about its Green 
Power Leadership 
Award into its 2002 
Sustainability 
Report. 
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Interface Fabrics created a 
brochure to tell customers 
about its green powered 
Terratex® Product line.
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Common Limitations

Reluctant to “toot their own horn” 
Audiences are skeptical of self-aggrandizing PR
Avoids “green-washing” perception

Not considered newsworthy 
Reluctant to muddle brand or image
Difficult to balance accuracy and catchy-ness
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Helping Customers/Partners

Educate and raise awareness of potential value of 
message
Lend third-party credibility

Product labeling
Establishing benchmarks
Awards
Endorse public statements with quotes and logos

Recognize leading customers’ purchases 
We’ve seen many examples of this in the past from billboards, 
awards, mail inserts, newspaper ads
Keep up this important work


